industrial advertising research institute 





February, 1959 





YOUR AD DEPARTMENT SET-UP MAY BE 
SLOWING UP YOUR SALES- AD TEAMWORK 


Which of the three basic types of addepartment structure is yours--one- 
man, functional or product? Each one's widely used, with good cause, 
but IARI finds the functional type sometimes waters down what might have 
been a bang-up job of sales-ad teamwork, 


It all has to do with what's goodand not- so- good about functional- type ad 
departments, For details, start with IARI Report #5, "Organizing and 
Controlling Industrial Advertising Operations", Chapter III, then go to 
Report #8, "How to Coordinate Industrial Sales & Advertising", Page 23. 


WHAT'S THE RESEARCH BLUNDER 
IN THIS CORPORATE IMAGE POLL? 


wr Public opinion had management at Ajax Adhesives worried. New prod- 
ucts, product improvements, smart selling and well-planned advertis- 
ing had made Ajax Number One in the industry almost overnight, 


Ajax' ad manager had charge of marketing research, so the job of find- 
ing out whether this new bigness had helped or hurt the company fell to 
him, And hang the expense! Management wanted the answer in time for 
a board meeting two weeks hence, 


Our mancalled inanoutside researchfirm, Together they came up with 
a series of questions on customers' and prospects' image of Ajax neatly 
buried among others on industrial adhesive products and the companies 
making them. 


Questionnaires went out to 25 interviewers instructed to get 20 usable 
interviews each from respondents with specified job titles in widely- 
scattered companies of varying size in Ajax customer-industries, In- 
terviewers were told to mail finished questionnaires to the ad manager 
in time to meet a fixed deadline. And management got its report show- 
ing what people thought about Ajax. Or did it? 


(Cont'd) 





Have you spotted the research blunder in this story? If not, see Point 9, 
Section V of IARI Report #4, "Yardsticks for Evaluating Industrial Adver- 
tising Research, " Or write tous at IARI, and we'll be glad to send along 
the answer. 


SUBSCRIBER PUTS IT IN WRITING; LIKES 
NEW REPORT AND "HIGHLIGHTS", TOO! 


"We have found many worthwhile points (in IARI Report #8, "How to Co- 
ordinate Industrial Sales & Advertising"') which will help us in improv- 
ing the coordination of our sales and advertising. 


"I especially like the highlights presentation (IARI's new prepared sum- 
mary accompanying each new report) which gave me an opportunity to do 
a little side selling of the report to other parts of the company." 


-- A. M. Cherry 
Reliance Electric & Engineering Co. 
Cleveland, Ohio 


HEADS- UP INQUIRIES HANDLING NETS NEW 
PAY DIRT FOR MIDWESTERN CLUTCH MAKER 


One Midwest clutch maker literally stumbled into a fat piece of new busi- 
ness, It was a direct result of slick inquiries tabulation and analysis, 
and the ad manager and agency account executive get the lion's share of 
credit. 


A routine breakdown of inquiries seemed at first toinclude more than the 
usual number of "dogs", Closer study seemed to confirm this-- and worse. 
It was spotted withnames of companies whose finished products used no 
clutches, 


Ah!, but eachof these companies had one particular product in common, 
And their inquiries all were from company engineers. Perhaps, thought 
our admen turned detective, a little fast field reconnaisance is in order. 


Upshot was, the pair found in a quick sampling of the engineers that their 
companies were thinking of adding clutches to iron out a kinkin the prod- 
uct's operation, And theclutch maker's sales engineers were onthe spot 
while competitors were still licking their routine inquiry reply envelopes. 


For a solid gold checklist on how you can keep your own inquiries hand- 
ling system geared to this kind of fast footwork, see Page 17 of IARI Re- 
port #1, "A Study of Methods for Handling & Evaluating Industrial Adver- 
tising Inquiries, " 





MILLION DOLLAR QUESTION: HOW DO YOU IDENTIFY 
& & BUYING INFLUENCES IN DIFFERENT INDUSTRIES? 


Who specifies your product? Who are the men who make the final buy- 
ing decision? Few salesmen ever meet all these purchasing influences 
face-to-face; most never know who they all are. 


Much fine work has been done on this vast problem. Now IARI is con- 
sidering a major study with a new approach. Trustee Harold Hoffman 
and Managing Director Joseph Bachelder will explore the feasibility of a 
full- scale project leading to a manual of methods any company can use to 
identify buying influence in its own industry. 


100 INQUIRIES, FIVE LIVE SALES 
LEADS, ONE MOST HAPPY SALESMAN! 


For example, one company knows from experience a nine-percent inquiry 
return is about par for direct mail advertising to a particular market. It 
knows also that one in three of these inquiries will develop into a live 
sales lead. It wants 9,000 returns; the direct mail piece goes out to 
300, 000 prospects. 


If your own company’s sales lead-conscious, see the flexible formula you 
can use to figure your inquiry needs, It's on Page 16, IARI Report #1, 
"A Study of Methods for Handling & Evaluating Industrial Advertising In- 
quiries, '' And there's more good reading along this line in Case History 
No. 4, same report. 


TOP PRIORITY GIVEN PROBE ON HOW 
TO MERCHANDISE YOUR ADVERTISING 


Consensus is there's a cryingneed formore facts on the art of "selling" 
advertising and sales promotion to salesmen, dealers, distributors. IARI 


trustees voted top priority for this project when they met January 23 in 
Washington, D. C. 


Plan is to study outstanding ad "merchandisers" in depth for a distillation 
of principles and best practices applicable to any industrial marketer's 
problems in this area. Look for a major IARI report on this topic-- 
including case histories on the cream of the "merchandisers. " 





AD BUDGET MANUAL HELPS 
GET BUDGET APPROVAL 


"By pointing out that [ARI Report #3 (Ad Budget Manual) had been used in 
preparing the program and budget, I was able to convince management 
that the program was basedon realistic facts and not on unwarranted as- 
sumptions--nor on my own private opinion, "’ 


-- Hal Gettings 
Radiation, Inc. 
Melbourne, Florida 


IARI SUBSCRIBER- COMPANIES HAVE ALL THESE 
VALUABLE REFERENCES IN EASY REACH 


If your company is now an IARI member, you have received all these 
studies published to date: 


#1 - "Methods for Handling & Evaluating Inquiries" - Clothbound, 
161 pages 

#2- "Bibliography of Information on Handling Advertising Inquir- 
ies" - 62 pages 

#3 - "How to Establish the Budget for Advertising Industrial Prod- 
ucts" - Clothbound, 139 pages 

#4- ''Yardsticks for Evaluating Industrial Advertising Research" 
- 11 pages 

#5 - "Organizing & Controlling Industrial Advertising Operations" 
- Clothbound, 124 pages 

#6- "Analysis of Advertising Readership Studies" - A continuing 
report - eight sections issued to date 

#7 - "How to Get More Value from Trade Show Exhibits" - Cloth- 
bound, 71 pages, plus 34 large photos 

#8 - ‘How to Coordinate Industrial Sales & Advertising" - Cloth- 
bound, 115 pages. 
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